developed (Crestodina, 2016) . Further technological advances have pushed forward the importance of websites and laid the foundation for the emergence of web-centric marketing. Businesses started to increase the brand visibility through search engine optimization (SEO), the new advertising techniques -pay-per-click (PPC) have been introduced to the market. Although, technological evolution enabled businesses to find more effective channels to communicate with consumers, consumers were still likely to escape from it (unwanted email spam filtering functions, pop-up banner blocking, phone call block lists). At this stage of marketing evolution, literally marketing was everywhere (in the cover cap of your coffee -consumers would see it while drinking their morning coffee; on the packages of food or other products; everywhere in the public transports; even telemarketers used call and push their products). This stage of marketing was super distractive, as information was too much and the message of marketers was not targeted effectively. Traditional marketing struggled to reach consumers, and this fostered the development of smarter ways to interact with the audience. Certainly, the marketing has significantly upgraded since 2010 with the great influence of technological evolution that have profoundly changed consumers' thoughts and behaviors. The modern (innovative) marketing enable businesses more effectively and efficiently plan marketing strategies, and at the same time allow consumers to choose which information to receive.
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Theoretical fundamentals
Indeed, the evolution of innovative marketing could be viewed as aftereffects of these two mega trends: (1) the progressive technological evolution that promoted the emergence of social platforms and blogs, and (2) the growth of the role of content. Furthermore, as technologies remain to develop (ex. Web 3.0 and further), innovative marketing communication tools and new concepts will continue to evolve (Close, 2012) , and potentially lay the foundation to a newer "Smart marketing" (see Figure 1. ). Progressive technological evolution (digital and social technologies). The first wave of digital transformation in the marketing discipline can be connected to the emergence of Web Intelligence. IoT is the new approach for people, things and data to interconnect. Today, less than 2 billion people (less than 1 percent), and 20 to 25 billion things are connected to the Internet. According to some estimates, the number of people and things will reach around 5 billion and 50 billion accordingly by 2020 (Kramer, 2016) . In essence, Internet of Things collects the sheer volume of data through connecting to multiple devices, which is then analyzed through and learned by the smart systems of Artificial Intelligence.
Therefore, these two technologies are interrelated and would not probably efficiently work without each other.
The growing role of "Content". Another important trend led by the technological progress is the fundamental change in the way people interact (communicate) with each other in the new web era. The ideology of the new web is based on the mass collaboration that assumes to pursue economic democracy as 
Discussions on Marketing implications
The influence of recent technological advancements is viewed to be immense to the global economy, as the possibilities enabled through them profoundly changed and continuing to change the lifestyle of people.
Subsequently, current socio-technological developments (or digital transformation) are offering better conditions for doing business, through facilitating easier ways for humans to offer/receive products and services from each other, and resulted in creation of innovative business models (such as, eBay 2 , Etsy 3 , Uber 4 , Odesk 5 ).
In a nutshell, the rapid technological progress, and followed ultimate social trends promote a more collaborative mode of doing business. However, these robust transformations in the market, poses many challenges to businesses. Brinker (2015) summarizes the outcomes of digital transformation to the businesses, through the five components of "digital dynamics": speed, adaptability, adjacency, scale and precision (SAASP - Figure 1.2.3 ).
1 The content produced by consumers is referred to as User Generated Content (UCG) or Consumer Generated Media (CGM) (Close, 2012) 2 Online marketplace for everything, www.ebay.com 3 Online marketplace for unique, creative and handmade products, www.etsy.com 4 Uber is a peer-to-peer ridesharing, food delivery, and transportation network company, www.uber.com 5 UpWork is a global freelancing platform where businesses and independent professionals connect and collaborate remotely, www.upwork.com
Speed: The speed of the Internet in both spreading and gathering any information or data is astonishingly fast. Individuals can easily search, find, use or download any information required in a few seconds.
Furthermore, importance of social networking sites has considerably grown with the emergence of the modern Web applications, which can spread news and ideas across a massive and distributed audience in a few hours. This has changed not just business communication strategies, but also the expectations of immediacy that potential customers have of businesses.
Adaptability: It is often hard to catch up with the ever changing and developing technological world in today's digital age. Therefore, the adaptability of technologies and software are one of the most challenging factors for individuals to follow the digital trends. Businesses are trying to pursue people to catch up with latest digital trends, through making it simple and flexible.
Adjacency:
The social media, one of the key tools of the digital age, brought the competitive landscape of businesses just a click away. Businesses now should no more focus on only the geographic location in implementing marketing approaches.
Scale: Businesses used to struggle to reach the customers, to provide them with full and related information.
While with the advent of social media and other digital applications the matter of scale of audience to reach can go from few hundred visitors to millions just overnight with just posting a popular piece of content.
Precision:
The concept "big data" became popular with the constant technological developments. Currently, businesses have much more accurate information about their potential customers as never before. The accurate data processing allows business to plan effective marketing strategies and increase customers' interest into their products and services. The business models are adapting to the changing world of consumer needs and purchasing behavior.
Current marketing and business techniques fundamentally differ from the techniques applied not so long ago (around 8 years earlier). Today, customers demand to receive something extraordinary, rather than something usual. For instance, the vice president of Dassault Systems Published by "Global Research Network LLC" http://www.globalresearchnetwork.us of the popular online services, which delivers any product you need within hours after your order. 7 . Similar business model is adopted by the local taxi company "MyTaxi". 8 (Close, 2012) , the benefits of which are overwhelming for both consumers and businesses. Incredible technological trends, for instance, the creation of hashtag 11 and RSS media 12 further adds value to the marketing practice in social media platforms. In fact, social media is one of the major drivers for a rapid growth of information exchange (content sharing), that is ubiquitously becoming an effective and innovative marketing communication tool. The latter trends prove that content generates trust between the business and consumer, meaning that a steady stream of useful content will eventually
Published by "Global Research Network LLC" http://www.globalresearchnetwork.us attract fans (subscribers to the channel), improves brand visibility (likes and shares) and increases customer loyalty. Peculiarly, Crestodina (2016) expounds the content in the current marketing age as something that makes online marketing strategies live (coherently, the heart of modern online marketing).
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Figure 1.2.4 The Model of Interactive Communication Channels
Source: Generated by author.
Conversely, it is also important to consider the opposing effects of social platforms to the businesses, such as the privacy issues and the wide access to the excess of uncontrolled negative information in the Web -"Malignant information density" (Schaefer, 2015) . Further Research. The purpose of this research was to investigate the marketing evolution and provide systematic analysis; describe the modern structure and innovative features of the new marketing. Today, both consumers and businesses benefit from implementing modern technologies and applications that had a great influence on marketing. Many studies were dedicated on finding effective online marketing strategies; and less was dedicated on measuring the effectiveness of online campaigns and other business activities, . Further research along three directions is assumed to extend the findings of the current study and contribute to improving the marketing discipline.
Firstly, it is important to analyze the methods to measure business's activities in the online spaces. There are several methods already available to measure brands' online visibility. One of them is free software that allows tracking brand's visibility across 32 social media websites (http://www.howsociable.com) (Close, 2012) . Another one is to calculate website's ROI (Crestodina, 2016) . However, the concern is whether the brand's visibility and its economic value have a positive correlation and whether the activities of two brands can be compared in the online spaces.
Published by "Global Research Network LLC" http://www.globalresearchnetwork.us Secondly, the less have been studies regarding the actions of consumers in online environments -how do they engage with businesses? According to the annual survey conducted by Razorfish, 40 percent of users in Facebook -"friend" or "like" a brand, and 25 percent of users in
Twitter -"follow" the brand they like (Close, 2012) . At the same time it is important to note, that consumers can easily "unlike" the post, or "unfollow" the page if not satisfied with the content.
The third potentially interesting area to investigate is the changing behavior of the most powerful audience in the web -adolescents. According to Nielson (2011) the most active users of mobile and social media are 12-17 year olds, spending around seven hours per day watching mobile video and 78.7 percent of them constantly visiting blogs and social networks. In fact, more than 60 percent of the content in the web created by adolescents. The power of this group of consumers is constantly growing, that signifies importance of the topic.
The current socio-technological trends facilitate the creation of effective ways of doing business; and create many new directions and interesting areas to investigate. This provides researchers with an opportunity to contribute to the marketing discipline and challenge their knowledge and experience.
